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Kristen Levy 


Manager, Investor Relations 


Safe Harbor 


This presentation contains "forward-looking statements" within the meaning of the Private Secutities Litigation Reform Act of 1995. These statements, which may be identified by the use of forward-looking words or phrases, 
include expectations concerning our potential performance in the future and our ability to achieve our financial and business goals, future expenses and the anticipated benefits from the acquisition of Entertainment One (“eOne"). 
Our actual actions or results may differ materially from those expected or anticipated in the forward-looking statements due to both known and unknown risks and uncertainties. Specific factors that might cause such a difference 
include, but are not limited to: 
+ our ability to design, develop, produce, manufacture, source and ship products on a timely and cost-effective and profitable basis; 
+ rapidly changing consumer interests in the types of products and entertainment we offer; 
+ the challenge of developing and offering products and storytelling experiences that are sought after by children, families and audiences given increasing technology and entertainment offerings available; 
+ our ability to develop and distribute engaging storytelling across media to drive brand awareness; 
+ our dependence on third party relationships, including with third party manufacturers, licensors of brands, studios, content producers and entertainment distribution channels; 
+ our ability to successfully compete in the play and entertainment industry, including with manufacturers, marketers, and sellers of toys and games, digital gaming products and digital media, as well as with film studios, 
television production companies and independent distributors and content producers; 
+ our ability to successfully evolve and transform our business and capabilities to address a changing global consumer landscape and retail environment, including changing inventories policies and practices of our customers; 
+ our ability to develop new and expanded areas of our business, such as through eOne, Wizards of the Coast, and our other entertainment, digital gaming and esports initiatives; 
+ risks associated with international operations, such as currency conversion, currency fluctuations, the imposition of tariffs, quotas, border adjustment taxes or other protectionist measures, and other challenges 
in the territories in which we operate; 
+ our ability to successfully implement actions to lessen the impact of potential and enacted tariffs imposed on our products, including any changes to our supply chain, inventory management, sales policies or 
pricing of our products; 
+ downturns in global and regional economic conditions impacting one or more of the markets in which we sell products, which can negatively impact our retail customers and consumers, result in lower 
employment levels, consumer disposable income, retailer inventories and spending, including lower spending on purchases of our products; 
+ other economic and public health conditions or regulatory changes in the markets in which we and our customers, suppliers and manufacturers operate, such as higher commodity prices, labor costs or transportation 
costs, or outbreaks of disease, such as the coronavirus, the occurrence of which could create work slowdowns, delays or shortages in production or shipment of products, increases in costs or delays in revenue; 
+ the success of our key partner brands, including the ability to secure, maintain and extend agreements with our key partners or the risk of delays, increased costs or difficulties associated with any of our or our 
partners’ planned digital applications or media initiatives; 
+ fluctuations in our business due to seasonality; 
+ the concentration of our customers, potentially increasing the negative impact to our business of difficulties experienced by any of our customers or changes in their purchasing or selling patterns; 
+ the bankruptcy or other lack of success of one of our significant retailers, such as the bankruptcy of Toys"R"Us in the United States and Canada; 
+ risks relating to the use of third-party manufacturers for the manufacturing of our products, including the concentration of manufacturing for many of our products in the People’s Republic of China and our 
ability to successfully diversify sourcing of our products to reduce reliance on sources of supply in China; 
+ our ability to attract and retain talented employees; 
+ our ability to realize the benefits of cost-savings and efficiency enhancing initiative: 
+ our ability to protect our assets and intellectual property, including as a result of infringement, theft, misappropriation, cyber-attacks or other acts compromising the integrity of our assets or intellectual property; 
+ risks relating to the impairment and/or write-offs of acquired products and films and television programs we acquire and produce; 
+ risks relating to investments and acquisitions, such as our acquisition of eOne, which risks include: integration difficulties; inability to retain key personnel; diversion of management time and resources; 
failure to achieve anticipated benefits or synergies of acquisitions or investments; and risks relating to the additional indebtedness incurred in connection with a transaction; 
+ the risk of product recalls or product liability suits and costs associated with product safety regulations; 
+ changes in tax laws or regulations, or the interpretation and application of such laws and regulations, which may cause us to alter tax reserves or make other changes which significantly impact 
our reported financial results; 
+ the impact of litigation or arbitration decisions or settlement actions; and 
+ other risks and uncertainties as may be detailed from time to time in our public announcements and U.S. Securities and Exchange Commission (“SEC”) filings. 


The statements contained herein are based on our current beliefs and expectations. We undertake no obligation to make any revisions to the forward-looking statements contained in this 
presentation or to update them to reflect events or circumstances occurring after the date of this presentation. 
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under eOne segment 


Include Hasbro 
entertainment 
business 
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2019 Proforma Results Preliminary and Adjusted é \ 
O/ Operating \ 
$5.9B Revenues 13.5 % Profit Margin - 


Plan to Deliver 


$130M Synergy Target 


by Year-End 2022 


™ Costs to Attain Synergies Synergies Insourcing Synergies 


$130M 


2020 2021 2022 


Expectations 


$130M in synergies to be 
achieved by year-end 2022 


im af 


$65-$70M of Cash Expense to acquire, 


integrate and achieve synergies 
> a 


Significantly lower expense 
expected in future periods 


> 


$50-$55M of cash outlays 
expected in 2020 


$5.9B PRO FORMA REVENUES 


Euro, 12% British 


Pound, 8% 


All Other, 6% 


2019 Net 
Revenues | 


by Cu rrency < Dollar, 8% 


Pro Forma Combined 


- Australian 
Hasbro and eOne = a oi . 2, 


Mexican 
Russian Ruble, 2% Peso, 4% 


Brazil Real, 1% 


USD, 58% 


Revenue & , 
EBITDA Phasing 


% OF FULL YEAR 2019 

Combined Hasbro and eOne Q1 2019 Q2 2019 Q3 2019 Q4 2019 
Revenue 20% 21% 31% 28% 
EBITDA (adjusted) 21% 18% 36% 25% 


eOne fiscal year-end 2019 aligns to Hasbro’s first quarter 2019 


Combined Hasbro and eOne 


Impacts to 2020 Phasing 2020 forecast to have 
* Magic: The Gathering and Dungeons & Dragons similar phasing as 2019 


new games slated for late in 2020 
¢ Easter remains in Q2, but occurs 2 weeks earlier 
* Regain 2 shopping days in holiday 2020 vs. 2019 
* Frozen 2 and Star Wars major merchandising events in Q4 2019 
* Coronavirus could impact timing and level of shipments during 2020 


Revenues |" 


| 


COST OF SALES 


Cost of Sales as a % of Revenue 

an a sbro 2019 Revenue 100.0% 
Cost of Sales 38.3% 

Cost of Sa les Gross Margin 61.7% 
Board/Paper/Print 6.8% Labor 8.1% 
Resins 51% Factory Overhead 6.8% 
Electronics/Metals 1.9% Freight/Import Costs 2.6% 
All Other 2.8% Tooling 1.8% 
Inventory Variances 2.4% 

Total | 16.6% Total | 21.7% 


Lo Cost of Sales 38.3% _— 


Entertainment 


Estimated at $675-$750M 


eOne Managing Program 
Production for Combined 
Organization 


fiTelevision Film ldMusic and Other 


2020 Program Production Amortization: 
~9-10% of Revenues 
2019 Combined Spend $645M 


PRODUCTION 
FINANCING 


PRODUCTION FINANCING 


Low Risk. Low Cost. _— 


retain all f 
International sales to networks or SVOD underlying IP | 
light hurdle 15+% budget commitment rights to the 


content 


Tax credits, e.g., Canada, California, Florida 
15-25% budget commitment 


Canadian Network 3 
10-15% budget commitment Production- 
specific & 
non-recourse 
special purpose 
vehicles 


Percentage of 
production 
budget 


Commissioning US Network 
50% budget commitment 


Illustrative example, percentages are subject to change based on project 
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MULAN SLAC RAYA Ks : SHANG ae &) 


THE LAST DRAGON 
ie 


TOMS oS. 
waite. YoloM donor | SPIDER-MAN 
SEQUEL” GH4STBUSTERS : 


UNTITLED SEQUEL 


AFTERLIFE 


Dien ss -STAR. : a 
FROZENTE  Iinndalliston. “Wiping” : LOKI 
TRANSFORMERS 
ie sis TRANSFORMERS _ - 
MANDALORIAN «igus (GONE ~~ hawkeye —_ Ax MARVEL 


Avenires INFINITE 


*Columbia Pictures | 


, alties, Participations 
: Agvertging &: 


as t 
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SD&A 


e $50M 
Sustainable GAGS) 
Cost Savings 


Higher digital game depreciation 
and stock compensation 


Target just under 


21% of 


revenue in 2020 


1°) 
~20% 
in 2022 as we 
achieve synergies 


INTEREST EXPENSE 
INTANGIBLE AMORTIZATION 
SHARE COUNT 


One) and Other 
IP Investments 


2020 FORECAST 
~$210M 110M 


Interest 
Expense 


: sbi ‘helene 


138. 6M 
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Cost of Sales 30.5%-31.5% Benefit of manufacturing diversification and favorable mix 


Programming 


04-10 09 =! 
Peenreion 9.0%-10.0% Content spend forecasted ~$675M to $750M 


259 

Royalties 10.0%-11.0% Partner Brand revenues planned to be 20-25% of total 2020 revenues plus eOne 
royalties and participations 

Product Development ~4.4% Driven by Hasbro investment in innovation and gaming 

Advertising 9.0%-9.5% New digital introductions and platforms driving efficiencies 


Reflects eOne acquisition; Subject to change due to completion of fair value 
purchase price accounting 


Intangible Amortization ~$110M 


Sustainable cost savings offset by higher digital gaming depreciation and 

SD&A ~21% é 
stock-based compensation 

Interest Expense ~$210M Reflects debt to acquire eOne, as well as payment of eOne’s outstanding debt 

Underlying Tax Rate 21% Could fluctuate by + or — 2% as we finalize the purchase accounting 


Non-controlling Interest 0.1% Dividend paid to minority owners of eOne assets 


*Data excludes Non-GAAP charges and benefits during the periods as detailed in Hasbro’s year-end earnings releases, as well as eOne non-GAAP items incurred in 2019. 2019 Combined 
Preliminary data subject to change due to finalization of U.S. GAAP reconciliations. 2020 Projected excludes all one-time costs associated with eOne acquisition and integration and subject 
to change based on finalization of purchase accounting. Adjusted EPS will exclude transaction amortization and one-time integration and acquisition related costs. 
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2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 
y @ Dividend Payment Share Repurchase 


Dividend +10% 10 Years Gross Debt to EBITDA 
CAGR through target of 2.0 to 2.5X over 
2019 the next 3 to 4 years 


@ 
Maintain 

i Investment 
Grading / } 


in long-term profitable growth of | 


excess cash to shareholders _ “—— 
* Committed to maintaining dividend 
* Suspended share repurchase 


balance sheet 


* Return to gross Debt to EBITDA target of 
2.0 to 2.5X over the next 3 to 4 years 


* Goal of maintaining investment grade rating 


2020 
TARGETS 


De-Leveraging Path 


Gross Debt to EBITDA 


Limited progress on ~$210 million dollars i. 4.48X 
de-leveraging due to _in interest expense ; 
synergy timing 


2.0 to 2.5X 
over the next 
Most free cash, after Next scheduled major ‘ 3-4 years 
dividend payment, to debt maturity is 
reduce debt $300M due in 2021 


Expect to reachDebt Achieved through 
to EBITDA target of both debt reduction 
2.0 to 2.5X over the and expected 

next 3 to 4 years EBITDA growth 


Medium-term Objectives 


Deliver mid-single digit revenue growth CAGR 
Increase operating profit margin to above 15% 
Improve from 2019 adjusted EBITDA margin level of high-teens 


Generate operating cash flow of $600-$700M on average per year 


Achieve gross debt to EBITDA of 2.0 to 2.5X over next 3 to 4 years 


Brand abigpeint 
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